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Abstract: 
Purpose: This study examines the process by which eWOM susceptibility moderates the strength of indirect 
links between the perceived credibility of eWOM messages and the intention to visit a destination via the 
destination image and the perceived usefulness of these messages.  
Methods: The research hypotheses were tested according to structural equations modelling and Hayes 
procedure, which made it possible to study simultaneously and rigorously the mediating and moderating 
effects, and to have a clear view on the model fittness.  
Results: The results indicate that the mediation links of the destination image on the relationship between 
perceived credibility and intention to visit a destination, are moderated by the susceptibility of the eWOM (the 
comments generated by Internet users or the sharing of tourists' experiences on Facebook). This study also 
indicates that the relationship between the perceived credibility of the eWOM and the intentions to visit a 
destination is mediated by the usefulness of the eWOM messages and the destination image. 
Implications: Tourism practitioners seeking to attract tourists can use the eWOM as a communication 
technique for product and/or service recommendations. Given the powerful influence of the eWOM, it should 
not be ignored or misused, but managed to improve the effectiveness of marketing strategies in hospitality, 
tourism and travel. 
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1 INTRODUCTION 
Social networks have brought about a major change in 
marketing concepts by integrating the different virtual 
communities, thanks to the exchange of information and the 
individualization of offers and experiences, customers 
become actors working freely in this new scene. This 
exchange of information available on different social media 
platforms influences consumer decision-making, which has 
made eWOM a topic of great interest in recent years (Suh, 
2017, Pandey & Sahu 2020, Anubha & Shome, 2020). 
eWOM is defined as content (positive or negative) delivered 
by consumers through electronic channels such as social 
networks, blogs and forums, etc., where people can interact 
with each other to comment on places (destinations), 
experiences, products and services (Brown et al; 2007). 
eWOM is considered one of the most influential sources of 
information for consumers: for many researchers eWOM is 
one of the most important marketing tools (Anubha & 
Shome, 2020; Suh, 2017).  
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Tourism research has analysed the role of online resources, 
including eWOM, in providing travel information 
(Ghidouche & Nechoud 2018; Pandey & Sahu 2020). 
Therefore, few researchs has been done on the relationship 
between perceived usefulness and choice of a destination 
(Kim, Kim & Shin, 2009) or the moderating role of eWOM 
susceptibility in the relationship between the perceived 
credibility of an eWOM message and a tourist's behavioural 
intent (Mourali, Laroche & Pons, 2005; Misirlis et al., 2018).  
Jalilvand & Heidari (2017) showed on 678 members of the 
TripAdvisor.com platform that eWOM has a stronger impact 
on attitude and travel intention than on WOM. Similarly, on 
the basis of 5,090 reviews online on yelp.com, Liu & Park 
(2015) revealed that the majority of customers use eWOM to 
collect information on travel products (destinations, hotels, 
etc.) in order to improve purchasing decisions. Likewise, 
Nhon & Khuong (2015), after collecting responses from 328 
Vietnamese consumers, concluded that eWOM influences 
travel decisions. Ladhari & Michaud (2015) found that 
eWOM in the form of comments generated in virtual 
communities on Facebook influenced the hotel reservation 
intentions of 800 Canadian students. A study by Abubakar & 
Ilkan (2016) found that eWOM has a positive impact on the 
travel intention of 216 medical tourists to Cyprus. After 
interviewing 241 tourists who visited Iran, Doosti et al. 
(2016) found that eWOM has a positive, direct and 
significant influence on their visit intention. 
Mehmood et al., (2018) found that eWOM has a significant 
impact on the attitudes and travel intentions of 280 domestic 
and international tourists to China. Likewise, Dissanayake & 
Malkanthie (2018), after collecting responses from 384 
travelers visiting Sri Lanka, found that online reviews had a 
positive and significant impact on their intentions to book 
hotels. 
Furthermore, according to the literature, few studies have yet 
analysed the combined effects of the perceived credibility of 
eWOM messages, the perceived usefulness of the eWOM, 
the image of a destination, the susceptibility to eWOM, on 
the intention to visit a destination.Thus, this study provides 
an integrative model by investagting the moderating effect of 
eWOM susceptibility between perceived credibility of 
eWOM messages (sharing experiences, online opinions, etc.) 
and the tourists' behavioural intention by (mediating effect), 
both the perceived usefulness of the eWOM message and the 
image of the city of Taghit. 
2 CONCEPTUAL FRAMEWORK AND DEVELOPMENT 
OF RESEARCH HYPOTHESES 
2.1 Perceived credibility of the source and intention to 
visit a destination 
The credibility of the source has been extensively researched 
in the offline context (Walters & Mair, 2012) and 
increasingly in an online context (Ismagilova et al., 2020). 
Based on the work Seraphin et al., (2017), credibility is 
defined as individuals' perception of recommendations and 
opinions as credible, true and based on experience or facts. 
Thus, if the source is perceived as credible, the receiver 
believes the messages provided by that source (Grewal, 
Gotlieb & Howard,1994). Thus, consumers prefer eWOM 
messages because they provide complete and credible 
information that is not generally provided by brands on 
public platforms (Verma & Dewani, 2020). 
In the context of tourism, the behavioral intentions of tourists 
include the intention to visit a destination which is defined as 
the willingness to visit the destination (Sigala & Christou, 
2002, 2006; Chen, Shang & Li, 2014), and the intention to 
recommend a destination. The decision to visit a destination 
is interpreted as a rational calculation of the benefits of a set 
of alternative destinations, which have been derived from 
external sources of information, including websites, 
travellers' blogs and social networks (Chen et al., 2014). 
Previous research has shown the link between the perceived 
credibility of information and consumer purchase intentions 
(Qiang et al., 2018; Daowd et al., 2020). Seraphin et al., 
(2018) not only corroborated this point of view, but also 
stated that for a message to be convincing and motivate the 
consumer to buy or visit, it must be credible (ethos), appeal 
to emotions (pathos) and finally informative (logos). The 
combination of these three factors (see Figure 1) has the 
potential not only to convince, but also to educate the 
potential visitor, which is extremely important because a 
potential visitor who has an intrinsic knowledge of the 
destination is less averse to external disruptive elements 
(political conflicts, natural disasters, terrorist attacks, etc.) 
that could alter his perception of the destination (Seraphin et 
al., 2018).  
 
Figure 1: Dale Robinson and Anderson model (DRA) 
 
 
Source: Seraphin et al., 2018 
 
The application of the DRA model is particularly important 
for destinations with a negative image (Seraphin et al., 2018). 
Seraphin et al. (2014), based on Haiti case, a tourist 
destination that has suffered from its negative image, explain 
that the educational aspect (which can be done through online 
educational tools) is important because it helps to develop an 
emotional link between the destination and the visitor (see 
Figure 2). 
The study by Anubha and Shome, (2020) found that the 
perceived credibility of eWOM posted on social media 
influences the behavioral intentions of Indian urban 
millennials. These results join the results of previous studies 
(Doosti et al., 2016; Teng et al., 2017) which have shown that 
customers' perception of the credibility of reviews 
significantly influences their behavioral intentions. The first 
hypothesis is therefore proposed as follows: 
H1: The perceived credibility of eWOM messages positively 
influences the intention to visit a destination. 
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Figure 2: Impact of an online educational tool (Visual 





2.2 Mediating effect of perceived usefulness 
Davis (1989) defined perceived usefulness as the degree to 
which the individual believes that using a particular system 
improves the performance of his task. Moreover, according 
to Deutsch & Gerrard (1955), when a message contains 
credible arguments, the receiver is more likely to consider the 
comments useful. On the other hand, receivers are less 
enthusiastic about adopting a message that lacks credible 
arguments. 
Gefen, Karahanna & Straub (2003) reported that perceived 
usefulness has a significant effect on behavioural intent, as 
messages that appear useful lead to purchase intention. 
Venkatesh Morris, Davis, & Davis (2003) work in this 
direction shows that perceived usefulness affects the 
intention to purchase at a tourist site. Similarly, Kim et al. 
(2009) find that the perceived usefulness of this type of 
website positively affects the intention to use it again.  
However, research on the perceived usefulness of online 
platforms and eWOM messages in making a destination 
decision is scarce (Kim et al., 2009). For this purpose, the 
work of Matute, Polo-Redondo & Utrillas (2016) analysed 
the mediating role of the perceived usefulness of eWOM 
messages in the relationship between the credibility and 
quality of eWOM messages and the intention to buy online. 
Ghidouche and Nechoud (2018) examined the indirect and 
direct effects of the perceived credibility of eWOM messages 
(comments generated by Internet users or sharing of tourists' 
experiences on Facebook) on the city of Taghit on the 
intention of Algerians tourists to visit this destination, 
through the perceived usefulness of these messages. 
Researchers found no studies of online travel reviews 
conducted in the Algerian tourism context to test the impact 
of mediated perceived usefulness. After collecting responses 
from 232 Algerian tourists, this study found that perceived 
usefulness mediates the relationship between the perceived 
credibility of eWOM messages on Facebook on a destination 
and the intention to visit the destination. It is therefore 
appropriate to focus on the mediating role of the perceived 
usefulness of eWOM messages, as a source of information on 
the intention to visit a destination. As a result, the following 
hypothesis was proposed: 
H2: Perceived usefulness mediates the relationship between 
the perceived credibility of eWOM messages and the 
intention to visit the destination. 
 
2.3 Mediating effect of destination image 
Destination selection is defined as the process of choosing a 
destination from alternative competitors (Crompton, 1992). 
Cognitive and emotional processes involve the selection of 
destinations for a final choice that best meets the needs of a 
tourist (Crompton, 1992). 
In addition to previous studies on the credibility and image of 
the destination, the tourism destination-branding model 
created by Veasna, Wu. & Huang (2013) suggested that the 
perceived credibility of the source positively influences the 
image of the destination. Their study pays little attention to 
virtual communities on social networks.  
The conceptual model proposed in this study also uses 
elements from the research models of Ponte et al., (2015) and 
Suh (2017), which revealed the cause-and-effect relationship 
between perceived credibility, destination image and tourists' 
behavioural intentions.  
Overall, previous studies have shown that the destination 
image affects the intentions of tourists to visit a destination 
(Nechoud & Ghidouche 2017; Ghidouche & Nechoud, 
2018). In addition, Bruce, Foutz, & Kolsarici (2012) and 
Tham, Croy & Mair (2013) observed that tourists who have 
positive images of a destination are more likely to 
recommend the destination to others.  
Tourist behavioural intentions have been studied to assess the 
impact of a credible destination image on tourists' decision 
making when planning their trip (Ponte et al., 2015). The 
study of Ponte et al. (2015) reveals that the behavioural 
intentions of tourists depend on the perceived credibility of 
online content. 
Although the literature on destination image has been 
discussed for four decades, there are only a very limited 
number of studies that have addressed the mediating role of 
destination image (Baloglu, 2000; Qu et al., 2011; Nechoud 
& Ghidouche 2017; Ghidouche & Nechoud, 2018). The 
mediating effect of destination image thus remains largely 
unexplored in the field of tourism.  
Baloglu (2000) indicated that there is a mediation effect of 
the destination's image on the relationship between the 
sources of information and the intention to visit, while Qu et 
al. (2011) found that destination image was a mediator 
between brand associations and future tourist behaviour. 
However, few studies have extended theoretical attention to 
the mediating effects of destination image in the relationship 
between perceived credibility and visit intention (Ghidouche 
& Nechoud, 2018).  
Therefore, we predict that the perceived credibility of eWOM 
messages about a destination can improve tourists' 
perceptions of the destination's image, which in turn can have 
a positive impact on the likelihood of visiting the destination. 
Based on these justifications, the following hypothesis is 
proposed: 
H3: The image of the destination mediates the relationship 
between the perceived credibility of the eWOM and intentions 
to visit the destination. 
 
2.4 Mediating effect of eWOM susceptibility 
Two types of influences have been identified in the literature: 
normative and informational (Bearden, Netemeyer & Teel, 
1989). Normative influences refer to the tendency to conform 
to the expectations of others (Burnkrant & Cousineau, 1975). 
Informational influences refer to the tendency to accept 
information from other consumers and to be guided in the 
search for information and therefore in the decision to 
choose. 
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Individuals susceptible to informational influences tend to 
actively seek the opinions of other consumers before making 
decisions. eWOM messages are then perceived as an 
important source of information for their purchasing decision 
(Mavragani et al., 2019). From this perspective, sensitivity to 
interpersonal (informational) influences influences the 
purchasing decision. (Mourali et al., 2005). 
The objective of this research is to explore the moderating of 
indirect effect of eWOM susceptibility on the relationship 
between the perceived credibility and intention visit a 
destination by (mediating effect), both the perceived 
usefulness of the eWOM message and the image of 
destination. 
The direct impact of eWOM and on the behavioral intention 
have been demonstrated by previous studies (Mehmood et al., 
2018; Malkanthie, 2018). Also, studies have statistically 
shown that eWOM is a predictor of the attitud and travel 
intention (Jalilvand & Heidari, 2017). But to the best of our 
knowledge and as far as the literature is concerned, no study 
has so far explored the moderating effect of eWOM 
susceptibility on the relationship between perceived 
credibility and the intention to visit a destination. Hence, it is 
the unique expected contributions of this current study which 
will enrich the marketin of destination and tourism literature. 
For Bearden et al. (1989), susceptibility to interpersonal 
sources represents “the willingness to comply with the 
expectations of others in terms of purchasing decisions 
and/or the tendency to learn more about products and 
services through the observation of others or to ask others for 
information”. The susceptibility makes consumers prefer 
interpersonal sources during the information retrieval 
process, which suggests that they will be influenced by 
eWOM messages because they consider them credible 
(Mourali et al., 2005; Halkiopoulos et al., 2020). Thus, the 
following hypotheses were proposed: 
H4: eWOM susceptibility moderates the strength of indirect 
links between the perceived credibility of messages and the 
intention to visit a destination via the destination image. 
H5: eWOM susceptibility moderates the strength of indirect 
links between the perceived credibility of messages and the 
intention to visit a destination via perceived usefulness. 
 




3 RESEARCH METHODOLOGY 
The city of Taghit or "the enchantress" is one of the most 
beautiful oases in the entire Algerian Sahara. It draws a 
natural border with the great western erg (more than 600 km 
of dunes). Taghit is located at more than 90 Km in the South-
East of Béchar (main wilaya of south-western Algeria). A 
very ancient settlement area, it is known for its engravings 
and rock paintings dating from the Neolithic period. 
 
3.1 Sample and data collection 
A survey was conducted using a questionnaire to test the 
proposed research model (see Figure 3). University students 
were considered appropriate for this survey due to the latest 
statistics showing that people between 18 and 34 years of age 
constitute the majority of social media users in Algeria 
(https://digitalreport.wearesocial.com). A preliminary 
question served to exclude respondents who had visited 
Taghit for leisure purposes in the past. The questionnaires 
were administered over a two-month period from November 
to December 2018.  
A total of 428 students attending Algerian universities 
participated in the study. The sample size is considered 
satisfactory based on the recommendations of Sekaran & 
Bougie (2016) and Hair, Black, Babin & Anderson (2010). 
Although based on empirical sampling, the respondents 
provided sufficient diversity. Table 1 presents the 
characteristics of the surveyed population. 
 
3.2 Survey instrument 
The questionnaire was developed based on a comprehensive 
review of previous literature. The survey instrument was 
originally developed in English and then translated into 
Arabic and French by native speakers. The back-translation 
was conducted to ensure that the meanings and intent of the 
original instrument were retained. Likert scales ranging from 
1 to 5 (Strongly Disagree to Strongly Agree) were used to 
measure the variables of the proposed model. A set of items 
borrowed from the literature review and adapted to this study 
were also included. A pre-test was done to test for the 
reliability and validity of the questionnaire. Based on this, 
minor changes have been made. 
The questionnaire consisted of six sections: perceived 
credibility, perceived usefulness, image of destination, 
intention to visit, eWOM susceptibility and socio-
demographic information. For the perceived credibility we 
employed five items from Flanagin & Metzger (2000). The 
perceived usefulness was measured with Six items adapted 
from previous studies on the perceived usefulness of 
information technology acceptance (ITA) (McKnight & 
Kacmar, 2007; Davis, 1989). Based on Goodstein (1993) and 
Qu et al. (2011), five items were used to measure attitudinal 
objectives to interpret the perceptions and impressions 
generated by the image of the destination. 
Four items were used to measure tourist intention to visit a 
destination. This scale derives from well-established studies 
on behavioural intention (Moon & Kim, 2001; Venkatesh et 
al., 2003). Six items were used to measure the eWOM 
susceptibility. These items were adapted from extant 
literature. The scale proposed by Jalilvand & Samiei (2012) 
and modified for the tourism context, was used in the current 
study. Finally, socio-demographic information included 
questions on gender, region of origin and university cycle. 
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3.3 Data analysis and procedure 
Preliminary analyses were conducted to ensure that there 
were no missing values and that there were no severe non-
standard problems. A step-by-step analysis process was 
conducted to test these hypotheses. The first step was to 
examine the general characteristics of the variables and refine 
the items of the constructs by an exploratory factorial 
analysis (EFA) conducted on SPSS 24. The second step was 
a confirmatory factorial analysis (CFA) on AMOS 24. In this 
second step, the measurement model was validated using the 
new latent variables.  
The structural equations modelling (SEM) is used to examine 
the measurement model and the structural model. Finally, in 
the third step, the hypotheses were tested by examining the 
path coefficients and their significance levels using 
bootstrapping. 
The analysis of indirect effects (mediation analyses) was 
performed in AMOS 24, according to the bootstrap procedure 
(5,000 resamples, 95% confidence interval) based on the 
recommendations of Cheung & Lau (2008). The proposed 
partial mediation model (M1, direct and indirect effects) was 
compared with a model with only direct effects (M2, no 
indirect effects) and a total mediation model (M3, no direct 
effects) (Diallo, Diop-Sall, Djelassi & Godefroit-Winkel, 
2018) to better understand the influence of mediator 
variables. For the specific mediating effects test (individual 
indirect effects), the Monte Carlo method was used to assess 
the mediation effect (Diallo et al., 2018); this method can be 
performed using an online tool, available at 
http://www.quantpsy.org/medmc/medmc.htm. 
Several scholars recommend the use of the Hayes method (a 
macro for mediation, moderation, and moderated mediation 
models for SPSS) (Hayes, 2015). The authors justified their 
choice by all the comparative advantages offered by this 
method. Essentially, it is the possibility of simultaneously 
testing indirect and conditional effects that can be obtained 
by this method and to produce reliable and robust results 
(Ribeiro Woosnam,Pinto & Silva, 2017). Also, the use of the 
boostrap procedure allows to generate more accurate results 
(Ribeiro et al., 2017). 
4 RESULTS   
4.1 COVID-19 in Italy: A chaos theory perspective 
Of the 428 responses analysed, over 58% were female and 
over 63% of the surveyed population resided in the North. In 
terms of research objectives, students from the different 
cycles were targeted, with a majority of master’s students, 
representing over 68% of the surveyed population.  
 




4.1 Validation of survey instrument 
First, the proposed measurement model was tested to confirm 
the validity of the methods used. For this purpose, an EFA 
was applied using the principal component analysis as an 
extraction method, with a Varimax rotation. All the 
measurement scales used were one-dimensional and reliable. 
The values of Cronbach's alphas were all above (α>0.7), 
indicating good internal consistency for each construct 
(Table 2). 
This exploratory analysis made it possible to purge the list of 
initial items. Items were selected based on a sufficient 
correlation to their factor, without being significantly related 
to other factors and with satisfactory communities. In 
addition, during the EFA, the initial measurement scale of the 
variables "eWOM susceptibility", "destination image" and 
"perceived usefulness" were adjusted by 1 item each and 
eliminated because of their very low factor contribution (less 
than .50). 
A CFA was performed on the factor structure obtained in the 
previous analysis phase. Table 2 shows that the results are 
acceptable in terms of convergent and discriminant validity. 
 




The convergent validity, evaluated by the AVE (Average 
Variance Extracted) calculation, corresponds to the explained 
variance of the constructs. A first CFA identified that the 
variable “eWOM susceptibility” indicated a value below the 
suggested threshold of .50 (Hair et al., 2010). Therefore, this 
scale was adjusted to reflect an item with the lowest factor 
contribution. All the new measurements obtained in the 
second analysis exceed the minimum threshold of.50, which 
allowed to confirm that the convergent validity of each 
construct in the proposed model is acceptable. Convergent 
validity is also verified if the CR value (Composite 
 























Factors (Alpha Cronbach) Items Mean    AVE  CR 
Perceived  usefulness  PU (.842) 
Util_1 3.82 





eWOM susceptibility  ES (.795) 
eWOM_1 3.99 




Destination image DI (.826) 
Image_1 4.28 




Perceived credibility PC (.903) 
Cred_1 3.55 





Intention to visit IV (.812) 
Intent_1 4.33 
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Reliability) >.70 (Hair et al., 2010).  This is the case for all 
the proposed constructs. 
Discriminat validity is obtained when the square root of the 
AVE is greater than the variance shared between latent 
constructs (measured by the correlations between constructs). 
The results indicated a satisfactory discriminant validity of 
the constructs (Table 3). 
 





4.2 Measurement model 
The adjustment of the overall model was addressed by three 
families of indices. Absolute indices that examine the level 
of correspondence between the proposed model and the 
observed data. Incremental indices that compare the model 
under test to a basic restrictive model. Finally, parsimony 
indices that determine the number of parameters to be 
estimated to achieve the specific fit level. The overall 
measurement model was estimated using the 
recommendations of Hair et al., (2010). The obtained indices 
indicate a correct fit of the model to the data (Table 4). 
 
4.3 Structural model 
The following adjustment indices were obtained: χ²/df = 
2.127, p <.000, CFI =.948, SRMR =.052, RMSEA =.051 and 
GFI =.920. The proposed conceptual model fits the data 
correctly. Direct effects were assessed based on the value of 
the t-test and the p-value associated with each path. Table 4 
indicates that these direct effects are positive and relevant. 
 




4.4 Hypothesis testing: Indirect mediation effect 
The proposed partial mediation model (M1, direct and 
indirect effects) was compared with a model with only direct 
effects (M2, no indirect effects) and a total mediation model 
(M3, no direct effects) to better understand the influence of 
mediator variables. 
The adjustment indices obtained for the M2 and M3 models 
were less satisfactory compared to the M1 partial mediation 
model for the case of the two mediators (Image and Utility). 
In addition, the difference test at χ² (∆χ²) showed a significant 
difference between the models in terms of fit. For the 
mediator variable "image", the χ² difference test between 
model M1 (χ²= 425.723, df = 200) and M3 (χ²= 432.723, df 
= 201) was significant (∆χ² (∆df=1) = 7; p<.001). 
 




Similarly, the difference between models M1 and M2 (χ²= 
460.283, df = 202) was significant (∆χ² (∆df=2) = 34.56, 
p<.001). However, the model of partial mediation of the 
destination image on the relationship between the perceived 
credibility of the eWOM and the intention to visit the 
destination presented the best fit.  
 




The values of the confidence intervals (H2: [.029, .079]; H3: 
[.069,.145]) do not include the value 0. The hypothesis was 
validated on the indirect effects (Cheung and Lau, 2008). 
Table 7 shows that the perceived credibility of the eWOM 
has a significant positive effect on the intention to visit a 
tourist destination perceived usefulness (β=.15; p <.01), thus 
validating the H1 hypothesis. In addition, the link between 
perceived credibility and perceived usefulness is significant 
(β=.39; p <.001). Similarly, the latter positively influences 
the intention to visit a touristic destination (β=.27; p <.001). 
The product of these two effects is significant (β=.11; p < 
0.001), which allows the H2 hypothesis to be validated.  
Analyses also showed that the perceived credibility of the 
eWOM has a significant positive influence on the destination 
image (β=.22; p <.001) which in turn has a positive influence 
on the intention to visit a destination (β=.14; p <.001). The 
product of these direct effects is significant (β=.05, p<.01), 
thus validating the H3 hypothesis. 
 
4.5 Hypothesis testing: Conditional indirect effect 
To test the hypothesis using Hayes procedure, the 
recommendations proposed by Hayes (2015) were respected. 
Based on the conceptual model proposed in this study, 
"model 8" was selected from the "templates.pdf" documents 
and the role of each of the variables in the model was 
 Latent 
constructs  
ES DI PC PU IV 
ES .814     
DI .245*** .739    
PC .416*** .338*** .726   
PU .348*** .418*** .468*** .727  
IV   .136* .254*** .289*** .379*** .710 
Index χ²/df CFI SRMR RMSEA GFI AGFI IFI NFI 
Measurement 
model  2.069 .951 .043 .050 .922 .901 .951 .910 
Structural 
mode 2.127 .948 .052 .051 .920 .898 .948 .907 
Acceptance 
threshold <3 > .900 < .080 < .080 > .900 >.800 > .900 > .900 
CFI = Comparative Fit Index, SRMR = Standardized Root Mean Residual, RMSEA = Root Mean 
Square Error of Approximation, GFI = Goodness-of-fit Index, AGFI = Adjusted Goodness-of-fit 
Index, IFI = Incremental Fit Index, NFI = Normed Fit Index. 
 
Index  χ²/df CFI SRMR RMSEA GFI AGFI IFI NFI 
M1 2.127 .948 .052 .051 .920 .898 .948 .907 
DI 
M2 2.279 .940 .082 .055 .914 .894 .940 .900 
M3 2.153 .946 .055 .052 .918 .897 .945 .905 
PU 
M2 2.484 .931 .104 .059 .907 .884 .931 .890 
M3 2.194 .944 .057 .053 .912 .890 .945 .903 
 
  Hypothesized Path  Β Results  
H1 PC          IV .15** Supported 
H2 PC          PU       IV  .11***[.39 x .27] Supported 
H2a PC          PU .39*** Supported 
H2b PU          IV .27**** Supported 
H3 PC          DI         IV .05***[.22 x .24] Supported 
H3a PC          DI .22*** Supported 
H3b DI           IV .24*** Supported 
* p<.05, ** p<.01, *** p<.001 
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specified. Table 7 summarises the results generated by the 
macro-Process. 
 




The "moderate mediation index" section provides 
information on the significance of the moderate mediation 
tests. The conditional indirect effect model is significant for 
the mediating variable "Destination Image", since the 
confidence interval excludes zero [-.066, .002]. The H4 
hypothesis is therefore validated. However, for the mediating 
variable "Perceived Usefulness", the conditional indirect 
effect is not significant since the confidence interval 
[-.043, .014] includes the zero, which does not confirm the 
H5 hypothesis. 
It is also possible to locate the moderating effects on the 
different paths as specified in the conceptual model. Thus, 
three conditional effects are estimated. The moderating effect 
of eWOM susceptibility on the first section of the mediation 
relationship between "perceived credibility" and "Destination 
Image" is significant (β= -.164; p<.001) with a confidence 
interval [-.281, -.047] excluding zero.  
On the other hand, the moderating effect of eWOM 
susceptibility on the section of the mediation relationship 
between "perceived credibility" and "perceived usefulness " 
is not significant (β= -.057; p>.05) with a confidence interval 
[-.169,.056] including zero. Finally, the moderating effect of 
eWOM susceptibility on the "direct" relationship between the 
Perceived credibility of messages and the Intention to visit a 
destination (direct conditional effect) is significant because 
the confidence interval does not include zero [-.132, -.008]. 
 
5 DISCUSSION AND IMPLICATIONS 
This study demonstrated the importance of the perceived 
credibility of the eWOM on the intention to visit a touristic 
destination. Empirical findings indicate that when 
perceptions of credibility lead to a negative formulation of 
the destination image, this reduces intentions to visit the 
destination. We contribute to existing research by revealing 
the specific indirect effects of destination image between 
perceived credibility and visiting intention. 
The results also indicate that the effect of eWOM 
susceptibility plays a moderating role in the relationship 
between perceived credibility and the intention to visit via the 
image of the destination. This study develops the research 
stream of social networks in destination marketing (Christou, 
2010; Christou & Nella, 2012; Ayeh, Au & Law, 2013; 
Veasna et al., 2013; Ponte et al., 2015; Chatzigeorgiou, 2017) 
and has led to empirical validations that will help enrich the 
existing literature on the implications of eWOM on social 
networks. 
This paper also draws implications for how a destination can 
better leverage this tool as a competitive advantage. Tourism 
practitioners seeking to attract tourists can use the eWOM as 
a communication technique for product and/or service 
recommendations. 
However, only a few social media managers are currently 
aware that the value derived from the eWOM could be used 
to influence users' travel planning decisions (Ayeh et al., 
2013; Chatzigeorgiou & Christou, 2020) or to reinforce the 
image of their destination by creating positive eWOM. 
Moreover, consumer behaviour on social networks is 
influenced by interpersonal factors, particularly by shared 
comments and opinions about destinations, hotels, 
restaurants etc. An eWOM message perceived as useful 
reduces information asymmetry, facilitates decision-making 
and positively influences the intention to visit.  
Thus, it is imperative to respect certain rules to ensure the 
credibility of the information in order to stand out from the 
competition. One way is to include testimonials from third 
parties, contact sections for information and quick responses. 
These results are particularly interesting because they are in 
accordance with the work of Suh (2017). 
These results suggest that tourism industry stakeholders are 
expected to set up a "Social Media Manager" to monitor their 
online presence and follow comments and opinions that can 
influence tourists' behavioural intentions. Moreover, the 
impact of eWOM messages is judged on the basis of their 
perceived credibility and consumers consider the credibility 
of messages to be a problem of reliability, especially in a 
context where the sender is anonymous, such as in the case 
of eWOM, which allows companies or brand ambassadors to 
disseminate false opinions to promote their products (fake 
news). Given the powerful influence of the eWOM, it should 
not be ignored or misused, but managed to improve the 
effectiveness of marketing strategies in hospitality, tourism 
and travel. 
The findings of this research also highlighted the important 
role of eWOM messages as a real source of information for 
companies. Indeed, they allow consumers' opinions on their 
offers to be known and thus improve the quality of services 
and customer relations in near real time. Travel stories online 
Table 7: Indirect conditional effects test 
Variables Mediator variable M1  
DI 
Mediator variable M2  
PU 
Dependent variable Y  
IV 
β (SE) t 95%CI β (SE) t 95%CI β (SE) T 95%CI 
X:  PC .182*** 
(.053) 
3.428 [.078, .287] .351*** 
(.051) 





W: ES .212*** 
(.056) 
3.759 [.101, .323] .239*** 
(.054) 














R²= .09, F(3, 424) = 14.064, p<.001 R²= .16, F(3, 424) = 26.505, p<.001 R²= .26, F(5, 422) = 29.977, p<.001 
 
Variables Dependent variable Y  
IV 
Mediator variable M2  
PU 
Dependent variable Y  
IV 
β (SE) t 95%CI β (SE) t 95%CI β (SE) T 95%CI 
X:  PC .113** 
(.036) 
3.237 [.045, .182] .351*** 
(.051) 





W: ES .110** 
(.037) 
2.986 [.038, .182] .239*** 
(.054) 













M1: DI .172*** 
(.032) 





M2: PU .181*** 
(.033) 






R²= .26, F(5, 422) = 29.977, p<.001 R²= .16, F(3, 424) = 26.505, p<.001 R²= .26, F(5, 422) = 29.977, p<.001 
Index for moderate mediation  Index SE (boot) 95% CI 
Mediator : DI -.283 .016 [-.066, -.002] 
Mediator : PU -.010 .014 [-. 043, .014] 
SE = Standard Error; CI = Confidence Interval (95% confidence interval for conditional 
direct and indirect effect using bootstrap); boot = Bootstrap. * p<.05, ** p<.01, *** p<.001. 
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(blog, VLOG, eWOM) or offline (books) also have a strong 
potential to influence opinions because they are the result of 
personal experiences of the authors (Seraphin, 2015; 
Seraphin, 2014).  
In conclusion, the important criterion for tourists is not only 
the analysis of the eWOM messages, but also the responses 
to them by destination managers. The latter are an 
opportunity to show the effectiveness of the customer 
relationship but also the attention paid to these tourists. 
6 CONCLUSIONS   
The current study found that the perceived credibility of 
eWOM (the comments generated by Internet users or the 
sharing of tourists' experiences on Facebook) influences the 
behavioral intentions of Algerian tourists. These results join 
the results of previous studies (Revilla Hernández et al., 
2016; Doosti et al., 2016; Teng et al., 2017; Anubha and 
Shome, 2020) which have shown that customers' perception 
of the credibility of reviews significantly influences their 
behavioral intentions. 
This study also indicates that the relationship between the 
perceived credibility of the eWOM and the intentions to visit 
a destination is mediated by the usefulness of the eWOM 
messages and the destination image. The study by Suh (2017) 
and Ghidouche & Nechoud, (2018) also confirms these 
results. 
This study is subject to a number of limitations, both in terms 
of the selection of model variables and the methodology used. 
There are several possible approaches to research. The 
conceptual model of this study is based on the interactions 
between the concepts of perceived credibility, perceived 
usefulness, image of the destination and intention to visit a 
destination. In addition, the moderator variable of the 
proposed model, eWOM susceptibility, was treated using a 
one-dimensional approach. However, it needs to be 
addressed in a multidimensional way (volume, valence, 
content) to refine the conceptual model and better assess the 
effects of the other dimensions.  
Second, it would have been more interesting to replicate the 
study on more diversified samples, with, for example, 
different professions, young professionals over 30 years of 
age, because the latter represent an important target for 
tourism professionals. In addition, this research focused on a 
sample of Algerian students, while an international 
comparison would have made it possible to take into account 
the influence of culture on the tourist's behavioural intention 
as part of the proposed research model. 
Finally, it would still be interesting in the case of this 
conceptual model to study the role of e-influencers rather 
than consumers, which is a promising area of research to 
explore in the future. 
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